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This perspective article builds upon the theory of local thinking in interpretation and
prediction of consumer behavior in a contemporary world of information overload. It
is shown that even informed and socially and environmentally responsible consumers
(consumers 3.0) exhibit selective recall, limited attention, and bounded search in the
perception and interpretation of price and quality of purchases. Their decisions fall into
local cognitive frames, which specifically focus attention only on a narrow structure and
content of the choice. The cognitive frames can be established by recent or regular
purchases, but also extreme or primary purchase experiences. The article includes a
short conceptual review of car, food, clothing, insurance, drugs, paintings, and other
product purchases showing that the local cognitive frames often lead to bad bargains
across various sectors. The article presents several suggestions for future research.
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INTRODUCTION
The aim of this perspective article is to show that even in age of an informed and socially
and environmentally responsible consumer (consumer 3.0), his/her style of decision-making
has not changed much. People still tend to overrate the importance of the information that
is vivid, emotional, recent, or frequent and therefore easily appears in their minds, as Tversky
and Kahneman (1974, p. 1127) famously wrote: “It is a common experience that the subjective
probability of traffic accidents rises temporarily when one sees a car overturned by the side
of the road.” The immediate experience creates a specific cognitive frame under which people
interpret further information. In an insurance choice the consumers thus prefer insurance for
a high probability, low consequence risks, and downplay insurance for a low probability, high
consequence risks (Browne et al., 2015), or that insurance take-up spikes the year after a catastrophe
and then steadily declines as salience of the event fades off (Gallagher, 2014). Consumers are
framed by immediate weather to buy goods with advantageous attributes in that particular weather,
underestimating different future circumstances or changes in their preferences, followed by high
returns rates (Conlin et al., 2007; Busse et al., 2015). Examples of other cognitive frameworks are
abundant.
This article elaborates the concept of cognitive frames in consumer research to offer a simple
unifying framework of the forces influencing consumer decisions in contemporary complex
consumer environment (see also Olshavsky and Granbois, 2002; Uncles et al., 2002; Foxall, 2010).
I utilize a behavioral theory about consumers’ local thinking that has been conceptualized in a
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series of articles by Gennaioli and Shleifer (2010) and Bordalo
et al. (2012; 2013; 2015) and is itself inspired by a model of
selective recall (Kahneman and Miller, 1986). This approach
offers a fruitful conceptualization of consumer decision-making
across the retail sector.
The article follows by showing that consumers do not consider
all relevant information when shopping. Their behavior is better
described by selective recall, limited attention, and bounded
search. In the third section a theory of consumer local thinking
is introduced. When demonstrating its relevance, I particularly
refer to contemporary studies about consumer behavior in
market settings to avoid criticism of laboratory and/or survey
research. Although laboratory-based studies have proved useful
in measuring many aspects of shopping cognition and behavior,
they may suffer from problems of low external validity and
non-replicability, their participants do not necessarily represent
broader populations, and it is generally difficult to capture
highly dynamic and incentivized aspects of markets in a lab
(Hertwig and Ortmann, 2001; Henrich et al., 2010; Open Science
Collaboration, 2015).
LIMITED SEARCH AND ATTENTION
The cognitive frames approach of consumer decision-making
is interlinked with the findings that consumers’ willingness
(or capability) to seek out new information, their attention
and memory are not limitless (DellaVigna, 2009; Iyengar and
Kamenica, 2010; Houdek and Koblovský, 2015) and consumers
may not realize these aspects of their bounded rationality
(but there is a great heterogeneity in consumers’ shopping
sophistication). Moreover, the natural reaction of firms to
bounded rationality of some consumers is to make their price
policies more complex and less transparent to further hamper
consumers’ ability to compare products (Hortaçsu and Syverson,
2004; Carlin, 2009). In many market conditions there is no
reason to expect that competition among firms will push to
greater price transparency, e.g., if median consumers focus only
on a base price and ignore shrouded add-ons, then firms with
transparent pricing lose to non-transparent firms (Gabaix and
Laibson, 2006).
Consumers focus only on a small fraction of products. An
average consumer is deciding between two to five cars while 160
brands of them exist; when there are flooding coffee options
consumers are making a decision only between three and four
alternatives – essentially regardless of the range of possible
substitutes, a consumer takes into account always only a few
units of alternatives (Hauser and Wernerfelt, 1990). The advent
of internet search engines and comparative sites dramatically
increased opportunities to choose the best deals by allowing
consumers to engage in low-cost price comparisons (Brown and
Goolsbee, 2002; Zettelmeyer et al., 2006), nevertheless the prices
on the internet are far from converging to the law of one price.
The amount of time spent on shopping (including browsing
and buying) has not changed at all in more than 30 years (Ott,
2011). Consumers are still affected by the most salient sales
(Grubb, 2015). Additionally, “advances in search technology are
accompanied by investments by firms in obfuscation” (Ellison
and Ellison, 2009, p. 427). Ellison and Ellison show that charging
a low price for a low-quality product on a price comparison
website actually increases retailer’s sales of medium- and high-
quality products on the retailer’s own website. Consumers are
influenced by the salient (top) positions of low-quality product
on comparison website, they move to retailer own website, where
they are persuaded to buy a higher-quality higher-price product
instead (see also Chioveanu and Zhou, 2013 and Spiegler, 2014).
Moreover, complex pricing policies and (perceived) quality
differences of many product categories do not always allow direct
comparison (Greenleaf et al., 2016). Consumers must rely on
limited search and are thus heavily influenced by various levels
of information disclosure (Brown et al., 2010) and/or advertising,
which exacerbate their confusion. Consumers’ take-up of credit
card offers responds much less to the interest rate on credit cards
than to a photo of an attractive woman in a mailing marketing
campaign (Bertrand et al., 2010). Consumers are willing to pay
high premium for branded product, which is homogeneous
to non-branded alternatives. In their case study of headache
remedies Bronnenberg et al. (2015) found that more informed
consumers (such as physicians and pharmacists) choose national
brands over store brands only 9% of the time, compared to 26%
of the time for the average consumer.
Consumers pay attention largely to digits that are on the
left in a string of numbers. The left-digit bias creates a salient
break-point, which is why items priced at 0.99 or 3.99 dollars
are considered much better deals than items priced at 1.00 or
4.00 dollars. The bias is not governing only trivial purchases.
At American used-car market Lacetera et al. (2012) found that
vehicles with odometer values between 79,900 and 79,999 miles
were sold on average for approximately 200 dollars more than
cars with odometer values between 80,000 and 80,100 miles,
but for only 10 dollars less than cars with odometer values
between 79,800 and 79,899. Such focal points could be found
in a number of consumer choices. Scott and Yelowitz (2010)
detected that prospective grooms are willing to pay premiums
upward of 18% for an engagement ring’s diamond that is one-
half carat rather than slightly less than a half carat and between 5
and 10% for a one-carat rather than a slightly less than one-carat
stone.
When price promotions occur, many consumers fail to switch
to purchasing a package that has the lowest unit price, which
suggests a lack of price awareness. In their study on quantity
surcharges Clerides and Courty (2015) showed a decrease of only
27% in the sales of disadvantageous large laundry detergents
relative to the sales the week preceding the surcharge. In
the utilities sector, households rarely search for alternative
retailers, and when they do search, the current retailer has a
significant brand advantage (Hortaçsu et al., 2015). Nevertheless,
real-time feedback on quantity of electricity consumed via
an in-home display could have a substantial impact on price
elasticity of households (Jessoe and Rapson, 2014). The advent
of technology using big data about consumption could lead to
higher price and quality transparency. It could be expected that
consumers’ sensitivity to price and quality features of products
will grow.
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CONSUMERS’ LOCAL COGNITIVE
FRAMES
Cognitive frames create simplified mental models of choices.
They constrain how consumers respond to stimuli by selectively
organizing information from the consumers’ environment and
by focusing attention only on a narrow structure and content
of the perceived attributes of a choice. They thus create specific
expectations about a product’s price or consumption quality
(Gennaioli and Shleifer, 2010; Bordalo et al., 2013, 2015). For
example, a classic study by Hoyer (1984) found that while
choosing a laundry detergent, consumers examine on average
only 1.4 packages and only 11% of them look at more than two.
Hoyer concluded that 91% of the consumers were governed by
a simple, one-statement reason for their choice (e.g., “I like it”
tactics).
The expectations about prominent attributes of a product, or
consideration sets (Roberts and Lattin, 1997; Houdek, 2016), are
at the top of a consumer’s mind and they lead to a particular
interpretation of a choice at hand and affect the alternatives
consumers consider (Tversky et al., 1988). Other aspects of the
choice are reflected or recalled only partially or not at all. This
neglect makes consumers leave out better products from their
consideration sets.
The expectations (cognitive frames) can be created by (i)
deeply remembered psychological states – strong personal
or primary experiences could create a general tendency for
evaluating all following products and create a long lasting
consumption pattern (see Strong and Primary Memories,
Attribution Error). They are further formed by (ii) recalls from
immediate past or from frequent consumption (see Immediate
and Frequent Consumption, Anchoring Bias); the more often or
saliently consumers were experiencing some attribute of choice,
the stronger cognitive frame of this choice they then apply.
The expectations could originate from (iii) transient mood
and affects (see Situational Influences, Emotion, and Mood,
Affect Bias) or just in other words (iv) they can be created
by momentarily salient external circumstances; typically, from
information supplied by marketing devices or projections of
current tastes influenced by immediate context to the future
(see Situational Influences and Projection Error). Moreover, an
attribute of choice options that is different from the expectations
is most salient and the consumer overrates it in their decision-
making.
Strong and Primary Memories,
Attribution Error
Expectations could be derived from primary and/or extreme
experiences that consumers more easily recall from memory.
The most apparent display of this influence is the loyalty of a
consumer to a brand, which originates along with feelings of
a satisfactory purchase (Chaudhuri and Holbrook, 2001). The
customer is then attracted to the brand because of the trust,
nostalgia, familiarity, or resistance to change. The favorite brand
is prominent in the consumer’s mind in a purchase, and other
brands may not be considered relevant (Smith and Brynjolfsson,
2001). The consumer must be persuaded to even consider their
properties (Eliaz and Spiegler, 2011). Past consumption thus
strongly impacts the current one and preference of a certain
brand can persist in the long term (Bronnenberg et al., 2012).
In the same way some kinds of consumption can influence
a consumer’s satisfaction even long after the purchase had been
made. Memories of it influence the consumer, either positively or
negatively, in the following decisions, as they bring an emotional
context of the previous purchase into the current decision-
making, leading to attribution error. For instance, honeymoon,
holiday, or recreation can steer the long-term choices where to
go to a new holiday and how to spend it, because the pleasant
nostalgia or conversely strong regret will be very prominent in the
consumer’s mind. As Simonsohn (2010, p. 272) noted: “[F]oods
tasted for the first time on an empty stomach are remembered as
more enjoyable and might hence be disproportionately likely to
be purchased again.”
Strong primary experiences can produce a similarly strong
impact. Children learn consumer behavioral patterns and
preferences from their parents, either by direct imitation
or shared preferences (Viswanathan et al., 2000). Primary
experience can impact car purchases: there is a strong
correlation between the brand of cars purchased by parents and
their children, even after controlling for shared demographic
or geographic characteristics (Anderson et al., 2013). This
correlation is strongest for cars purchased at the time when the
children had still lived together with their parents. Anderson
et al.’s (2013) findings mean that prices of cars for young
families can be lower, as the car company creates loyalty in a
future generation of customers. Most other studies about inter-
generational preference transfer concerns food (Birch, 1999), but
research into this phenomenon in other kinds of goods is virtually
non-existent.
Immediate and Frequent Consumption,
Anchoring Bias
People are anchored by their immediate or repeated past
consumption and/or experience (Simonson and Tversky, 1992).
A study (Simonsohn and Loewenstein, 2006) showed that
families moving from areas with high rent into cheaper areas
spend more on their rent and rent larger homes on average.
In contrast, families moving from cheaper into more expensive
areas tend to spend less and live in smaller homes (both findings
are robust after controlling for the effects of wealth, taste for
expensive housing, or mis-estimation of local housing costs etc.).
Even after moving, the families were still influenced by their
past in their decision about how much they would spend on
rent. A similar effect has been found in commuting time; the
longer one had commuted in their previous home, the longer they
commute in their new location as well (Simonsohn, 2006).
The same anchoring effect, where assessment of a choice is
influenced by recent contextually relevant experience, can be
found in a number of other situations. Paintings previously sold
on “hot” markets for high prices usually continue achieving
higher prices in auctions than comparable paintings previously
sold in “cold” markets (Beggs and Graddy, 2009). Sellers of houses
bought on a growing market, currently facing nominal loss due to
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unfavorable market situation, keep their houses on the market for
a longer time and higher asking price, and eventually sell them for
a higher price than sellers who had initially bought comparable
houses for lower prices (Genesove and Mayer, 2001). Consumers’
willingness for a purchase can also be affected by completely
irrelevant anchors present at the moment of a decision about a
purchase (Ariely et al., 2003), however, also see Maniadis et al.
(2014) for the criticism of these findings. However, there are
not many studies about the dynamics of anchor updating or
about particular shopping features, which could (or couldn’t)
sway consumers to succumb to an anchor.
Situational Influences, Emotion, and
Mood, Affect Bias
The cognitive frames could be derived from external
circumstances and internal psychological states that specifically
enhance certain attributes of the product and attract attention
to it. As mentioned in the introduction, people prefer insurance
against events that come to their mind more easily, not
necessarily against events that might have a significant impact on
their wellbeing (Gallagher, 2014; Browne et al., 2015).
The local consumer thinking approach can build upon the
research of the influence of affect and mood on consumer
decision-making (Cohen et al., 2008). People under different
emotional states interpret information differently, exhibit
different preferences and salient memories, creating specific
cognitive frames influencing their behavior (Schwarz, 2000).
Consumers’ decision-making is in tow of emotion and visceral
factors such as satisfaction, hunger, fear, or exhaustion.
Weather changes are often used as a research tool of the
impacts of mood on consumer behavior: during sunny weather,
people are happier, while in cloudy conditions, their mood is
lower. Restaurants receive worse ratings in rainy weather or
heat waves (Bakhshi et al., 2014), sunny weather correlates with
higher tips (Rind, 1996) and higher willingness to shop using
one’s mobile phone (Reinaker et al., 2015). Results concerning
the impact of mood on consumer decision-making show the
importance of situational influences on the consumers’ mood
(Cohen et al., 2008). There are currently a number of mobile
apps tracking or triggering emotional changes, be they weather
or social apps (Kramer et al., 2014). They offer new research
opportunities for a more detailed identification of the influence
of emotional framing in online or mobile shopping.
Situational Influences and Projection
Error
Another example of cognitive frame is that consumers tend to
exaggerate the degree to which their future tastes will resemble
their current tastes, i.e., they are projecting their current tastes
influenced by immediate context to the future, decision-making
known as projection bias (Loewenstein et al., 2003). Using
catalog orders of cold-weather items Conlin et al. (2007) find
that consumers are over-influenced by current weather. If the
order-date temperature declines by 30◦ Fahrenheit, the return
probability increases by 3.95%. Weather had moved in a direction
that made the item more valuable and/or salient at the time
the consumers had been buying, but these biased valuations
did not have to hold the same in the future; as a result,
the likelihood of returning the item increased. Projection bias
affects advance sales for an outdoor movie theater the same
way (Buchheim and Kolaska, 2016). Another example is a study
by Gorn et al. (1993) demonstrating that in evaluation of a
speaker system, customers are influenced by the music currently
playing on it.
Projection bias does not emerge only in relatively small value
purchases. Days that are warmer and skies that are clearer than
seasonal averages influence customers to buy more convertibles.
On the contrary, surprising snowstorms increase the sales of cars
with four-wheel drive (Busse et al., 2015).
CONCLUSION
The theory of consumer local thinking is fairly simple. It states
that some information is more salient for the consumers under
certain circumstances, drawing disproportional attention to a
narrow characteristic of the goods and making even sophisticated
and responsible consumers underestimate other, often more
relevant information. Future research must specifically identify
which attention-drawing measures (i.e., economic, social, and/or
environmental sustainability) work, how cost-effective they are
and for what kinds of products and customers they work best.
The consumers’ behavioral biases often lead to bad bargains,
further exploited by firms to their profit (Grubb, 2015). Despite
a body of literature on nudging people toward better decision-
making (Thaler and Sunstein, 2009), there are not many real
interventions successfully de-biasing consumers in mentioned
inept decision-making. Nevertheless, even a small short-term
attention shock can improve households’ decision-making. For
example, participants of a survey including questions focused
on checking account overdraft fees subsequently show a lower
probability of checking overdrafts in their real financial decisions
(Stango and Zinman, 2014) or see (Bhargava and Manoli,
2015). Future research should examine more techniques to de-
biasing some consumers or address the need of regulatory
interventions.
AUTHOR CONTRIBUTIONS
The author confirms being the sole contributor of this work and
approved it for publication.
FUNDING
This research received support from the grant VŠE IP300040.
ACKNOWLEDGMENTS
I am very grateful to Ludmila Hadincová and Marek Vranka for
their help and inspiring comments and Julie Novakova for editing
the English version of the manuscript. I thank reviewers for useful
suggestions, which improve the quality of the paper.
Frontiers in Psychology | www.frontiersin.org 4 June 2016 | Volume 7 | Article 848
fpsyg-07-00848 June 1, 2016 Time: 12:11 # 5
Houdek A Perspective on Consumers 3.0
REFERENCES
Anderson, S. T., Kellogg, R., Langer, A., and Sallee, J. M. (2013). The
Intergenerational Transmission of Automobile Brand Preferences: Empirical
Evidence and Implications for Firm Strategy. National Bureau of Economic
Research Working Paper Series, 19535. doi: 10.3386/w19535
Ariely, D., Loewenstein, G., and Prelec, D. (2003). “Coherent arbitrariness”:
stable demand curves without stable preferences. Q. J. Econ. 118, 73–106. doi:
10.1162/00335530360535153
Bakhshi, S., Kanuparthy, P., and Gilbert, E. (2014). “Demographics, weather and
online reviews: a study of restaurant recommendations,” in Paper Presented
at the Proceedings of the 23rd International Conference on World Wide Web,
New York, NY.
Beggs, A., and Graddy, K. (2009). Anchoring effects: evidence from art auctions.
Am. Econ. Rev. 99, 1027–1039. doi: 10.1257/aer.99.3.1027
Bertrand, M., Karlan, D., Mullainathan, S., Shafir, E., and Zinman, J. (2010).
What’s advertising content worth? Evidence from a consumer credit marketing
field experiment. Q. J. Econ. 125, 263–306. doi: 10.1162/qjec.2010.125.
1.263
Bhargava, S., and Manoli, D. (2015). Psychological Frictions and the incomplete
take-up of social benefits: evidence from an IRS field experiment. Am. Econ.
Rev. 105, 3489–3529. doi: 10.1257/aer.20121493
Birch, L. L. (1999). Development of Food Preferences. Annu. Rev. Nutr. 19, 41–62.
doi: 10.1146/annurev.nutr.19.1.41
Bordalo, P., Gennaioli, N., and Shleifer, A. (2012). Salience theory of choice under
risk. Q. J. Econ. 127, 1243–1285. doi: 10.1093/qje/qjs018
Bordalo, P., Gennaioli, N., and Shleifer, A. (2013). Salience and consumer choice.
J. Polit. Econ. 121, 803–843. doi: 10.1086/673885
Bordalo, P., Gennaioli, N., and Shleifer, A. (2015). Memory, Attention and
Choice. Available at: http://scholar.harvard.edu/files/shleifer/files/evokedsets_
march18_0.pdf
Bronnenberg, B. J., Dubé, J.-P., Gentzkow, M., and Shapiro, J. M. (2015). Do
pharmacists buy bayer? Informed shoppers and the brand premium. Q. J. Econ.
130, 1669–1726. doi: 10.1093/qje/qjv024
Bronnenberg, B. J., Dubé, J.-P. H., and Gentzkow, M. (2012). The evolution of
brand preferences: evidence from consumer migration. Am. Econ. Rev. 102,
2472–2508. doi: 10.1257/aer.102.6.2472
Brown, J., Hossain, T., and Morgan, J. (2010). Shrouded attributes and
information suppression: evidence from the field. Q. J. Econ. 125, 859–876. doi:
10.1162/qjec.2010.125.2.859
Brown, J. R., and Goolsbee, A. (2002). Does the internet make markets more
competitive? Evidence from the life insurance industry. J. Polit. Econ. 110,
481–507. doi: 10.1086/339714
Browne, M., Knoller, C., and Richter, A. (2015). Behavioral bias and the demand for
bicycle and flood insurance. J. Risk Uncert. 50, 141–160. doi: 10.1007/s11166-
015-9212-9
Buchheim, L., and Kolaska, T. (2016). Weather and the psychology of
purchasing outdoor-movie tickets. Manag. Sci. Available at: https://epub.ub.
uni-muenchen.de/26930/
Busse, M. R., Pope, D. G., Pope, J. C., and Silva-Risso, J. (2015). The
psychological effect of weather on car purchases. Q. J. Econ. 130, 371–414. doi:
10.1093/qje/qju033
Carlin, B. I. (2009). Strategic price complexity in retail financial markets. J. Finan.
Econ. 91, 278–287. doi: 10.1016/j.jfineco.2008.05.002
Chaudhuri, A., and Holbrook, M. B. (2001). The chain of effects from brand trust
and brand affect to brand performance: the role of brand loyalty. J. Mark. 65,
81–93. doi: 10.1509/jmkg.65.2.81.18255
Chioveanu, I., and Zhou, J. (2013). Price competition with consumer confusion.
Manag. Sci. 59, 2450–2469. doi: 10.1287/mnsc.2013.1716
Clerides, S., and Courty, P. (2015). Sales, quantity surcharge, and consumer
inattention. Rev. Econ. Statist. doi: 10.1162/REST_a_00562
Cohen, J. B., Pham, M. T., and Andrade, E. B. (2008). “The Nature and Role
of Affect in Consumer Behavior,” in Handbook of Consumer Psychology, eds
C. P. Haugtvedt, P. Herr, and F. Kardes (New York, NY: Psychology Press),
297–348.
Conlin, M., O’Donoghue, T., and Vogelsang, T. J. (2007). Projection bias in catalog
orders. Am. Econ. Rev. 97, 1217–1249. doi: 10.2307/30034090
DellaVigna, S. (2009). Psychology and economics: evidence from the field. J. Econ.
Literat. 47, 315–372. doi: 10.1257/jel.47.2.315
Eliaz, K., and Spiegler, R. (2011). Consideration sets and competitive marketing.
Rev. Econ. Stud. 78, 235–262. doi: 10.1093/restud/rdq016
Ellison, G., and Ellison, S. F. (2009). Search, obfuscation, and price elasticities on
the internet. Econometrica 77, 427–452. doi: 10.3982/ECTA5708
Foxall, G. R. (2010). Invitation to consumer behavior analysis. J. Organ. Behav.
Manag. 30, 92–109. doi: 10.1080/01608061003756307
Gabaix, X., and Laibson, D. (2006). Shrouded attributes, consumer myopia, and
information suppression in competitive markets. Q. J. Econ. 121, 505–540. doi:
10.1162/qjec.2006.121.2.505
Gallagher, J. (2014). Learning about an infrequent event: evidence from flood
insurance take-up in the United States. Am. Econ. J. 6, 206–233. doi:
10.1257/app.6.3.206
Genesove, D., and Mayer, C. (2001). Loss aversion and seller behavior:
evidence from the housing market. Q. J. Econ. 116, 1233–1260. doi:
10.1162/003355301753265561
Gennaioli, N., and Shleifer, A. (2010). What comes to mind. Q. J. Econ. 125,
1399–1433. doi: 10.1162/qjec.2010.125.4.1399
Gorn, G. J., Goldberg, M. E., and Basu, K. (1993). Mood, awareness, and
product evaluation. J. Consumer Psychol. 2, 237–256. doi: 10.1016/S1057-
7408(08)80016-2
Greenleaf, E. A., Johnson, E. J., Morwitz, V. G., and Shalev, E. (2016). The
price does not include additional taxes, fees, and surcharges: a review of
research on partitioned pricing. J. Consumer Psychol. 26, 105–124. doi:
10.1016/j.jcps.2015.04.006
Grubb, M. (2015). Failing to choose the best price: theory, evidence, and policy.
Rev. Industrial Organ. 47, 303–340. doi: 10.1007/s11151-015-9476-x
Hauser, J. R., and Wernerfelt, B. (1990). An evaluation cost model of consideration
sets. J. Consumer Res. 16, 393–408. doi: 10.2307/2489451
Henrich, J., Heine, S. J., and Norenzayan, A. (2010). The weirdest people in the
world? Behav. Brain Sci. 33, 61–83. doi: 10.1017/S0140525X0999152X
Hertwig, R., and Ortmann, A. (2001). Experimental practices in economics: a
methodological challenge for psychologists? Behav. Brain Sci. 24, 383–403.
Hortaçsu, A., Madanizadeh, S. A., and Puller, S. L. (2015). Power to Choose?
An Analysis of Consumer Inertia in the Residential Electricity Market.
National Bureau of Economic Research Working Paper Series, 20988. doi:
10.3386/w20988
Hortaçsu, A., and Syverson, C. (2004). Product differentiation, search costs,
and competition in the mutual fund industry: a case study of S&P
500 index funds. Q. J. Econ. 119, 403–456. doi: 10.1162/00335530413
82184
Houdek, P. (2016). What comes to a manager’s mind: theory of local thinking.
J. Manag. Inquiry doi: 10.1177/1056492616640380
Houdek, P., and Koblovský, P. (2015). Where is my money? New findings in fiscal
psychology. Society 52, 155–158. doi: 10.1007/s12115-015-9873-7
Hoyer, W. D. (1984). An examination of consumer decision making for a
common repeat purchase product. J. Consumer Res. 11, 822–829. doi: 10.1086/
209017
Iyengar, S. S., and Kamenica, E. (2010). choice proliferation, simplicity seeking,
and ass allocation. J. Public Econ. 94, 530–539. doi: 10.1016/j.jpubeco.2010.
03.006
Jessoe, K., and Rapson, D. (2014). Knowledge is (less) power: experimental
evidence from residential energy use. Am. Econ. Rev. 104, 1417–1438. doi:
10.1257/aer.104.4.1417
Kahneman, D., and Miller, D. T. (1986). Norm theory: comparing reality to its
alternatives. Psychol. Rev. 93, 136–152. doi: 10.1037/0033-295X.93.2.136
Kramer, A. D. I., Guillory, J. E., and Hancock, J. T. (2014). Experimental
evidence of massive-scale emotional contagion through social networks.
Proc. Natl. Acad. Sci. U.S.A. 111, 8788–8790. doi: 10.1073/pnas.13200
40111
Lacetera, N., Pope, D. G., and Sydnor, J. R. (2012). Heuristic thinking and
limited attention in the car market. Am. Econ. Rev. 102, 2206–2236. doi:
10.1257/aer.102.5.2206
Loewenstein, G., O’Donoghue, T., and Rabin, M. (2003). Projection bias
in predicting future utility. Q. J. Econ. 118, 1209–1248. doi: 10.1162/
003355303322552784
Frontiers in Psychology | www.frontiersin.org 5 June 2016 | Volume 7 | Article 848
fpsyg-07-00848 June 1, 2016 Time: 12:11 # 6
Houdek A Perspective on Consumers 3.0
Maniadis, Z., Tufano, F., and List, J. A. (2014). One swallow doesn’t make a
summer: new evidence on anchoring effects. Am. Econ. Rev. 104, 277–290. doi:
10.1257/aer.104.1.277
Olshavsky, R. W., and Granbois, D. H. (2002). “Consumer decision making-fact or
fiction?,” in Consumer Behavior Analysis: Critical Perspectives, Vol. 1, ed. G. R.
Foxall (New York, NY: Routledge), 369–374.
Open Science Collaboration (2015). Estimating the reproducibility of psychological
science. Science 349:aac4716. doi: 10.1126/science.aac4716
Ott, A. C. (2011). The invisible hand of time: how attention scarcity creates
innovation opportunity. IVEY Bus. J. 75:24.
Reinaker, A., Cheng, Z., and Luo, X. (2015). Weather and Mobile Purchases:
10-Million-User Field Study. Available at: http://ssrn.com/abstract=2585064
[Accessed March 1, 2015].
Rind, B. (1996). Effect of beliefs about weather conditions on tipping. J. Appl. Soc.
Psychol. 26, 137–147. doi: 10.1111/j.1559-1816.1996.tb01842.x
Roberts, J. H., and Lattin, J. M. (1997). Consideration: review of research and
prospects for future insights. J. Market. Res. 34, 406–410. doi: 10.2307/31
51902
Schwarz, N. (2000). Emotion, cognition, and decision making. Cogn. Emot. 14,
433–440. doi: 10.1080/026999300402745
Scott, F., and Yelowitz, A. (2010). Pricing anomalies in the market for
diamonds: evidence of conformist behavior. Econ. Inquiry 48, 353–368. doi:
10.1111/j.1465-7295.2009.00237.x
Simonsohn, U. (2006). New Yorkers commute more everywhere: contrast effects
in the field. Rev. Econ. Statist. 88, 1–9. doi: 10.1162/rest.2006.88.1.1
Simonsohn, U. (2010). Weather to go to college. Econ. J. 120, 270–280. doi:
10.1111/j.1468-0297.2009.02296.x
Simonsohn, U., and Loewenstein, G. (2006). Mistake #37: the effect of previously
encountered prices on current housing demand. Econ. J. 116, 175–199. doi:
10.1111/j.1468-0297.2006.01052.x
Simonson, I., and Tversky, A. (1992). Choice in context - tradeoff contrast and
extremeness aversion. J. Market. Res. 29, 281–295. doi: 10.2307/3172740
Smith, M. D., and Brynjolfsson, E. (2001). Consumer decision-making at an
internet shopbot: brand still matters. J. Indust. Econ. 49, 541–558. doi:
10.1111/1467-6451.00162
Spiegler, R. (2014). Competitive framing. Am. Econ. J. 6, 35–58. doi:
10.1257/mic.6.3.35
Stango, V., and Zinman, J. (2014). Limited and varying consumer attention:
evidence from shocks to the salience of bank overdraft fees. Rev. Finan. Stud.
27, 990–1030. doi: 10.1093/rfs/hhu008
Thaler, R. H., and Sunstein, C. R. (2009). Nudge: Improving Decisions About Health,
Wealth, and Happiness. London: Penguin Books.
Tversky, A., and Kahneman, D. (1974). Judgment under uncertainty: heuristics and
biases. Science 185, 1124–1131. doi: 10.1126/science.185.4157.1124
Tversky, A., Sattath, S., and Slovic, P. (1988). Contingent weighting in judgment
and choice. Psychol. Rev. 95, 371–384. doi: 10.1037/0033-295X.95.3.371
Uncles, M., Ehrenberg, A., and Hammond, K. (2002). “Patterns of buyer
behavior: regularities, models, and extensions,” in Consumer Behavior Analysis:
Critical Perspectives, Vol. 1, ed. G. R. Foxall (New York: Routledge),
149–160.
Viswanathan, M., Childers, T., and Moore, E. (2000). The measurement
of intergenerational communication and influence on consumption:
development, validation, and cross-cultural comparison of the IGEN
scale. J. Acad. Market. Sci. 28, 406–424. doi: 10.1177/00920703002
83008
Zettelmeyer, F., Morton, F. S., and Silva-Risso, J. (2006). How the
internet lowers prices: evidence from matched survey and automobile
transaction data. J. Market. Res. 43, 168–181. doi: 10.1509/jmkr.43.
2.168
Conflict of Interest Statement: The author declares that the research was
conducted in the absence of any commercial or financial relationships that could
be construed as a potential conflict of interest.
Copyright © 2016 Houdek. This is an open-access article distributed under the terms
of the Creative Commons Attribution License (CC BY). The use, distribution or
reproduction in other forums is permitted, provided the original author(s) or licensor
are credited and that the original publication in this journal is cited, in accordance
with accepted academic practice. No use, distribution or reproduction is permitted
which does not comply with these terms.
Frontiers in Psychology | www.frontiersin.org 6 June 2016 | Volume 7 | Article 848
